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Title:  
Closing the gap: the next steps for the interaction of corporate reputation and 
psychological contract development 
 
 
Summary:  
With an increasing body of literature linking the human resource management and marketing 
fields, one area receiving increased academic attention is how an organisation’s corporate 
reputation can be managed to attract potential recruits and shape their employment 
expectations through their psychological contracts. This paper seeks to enhance current 
models which focus on the interrelationship of corporate reputation and psychological 
contract theory. It is argued that a number of factors need to be considered in order the build 
a firmer foundation for such a theory. Firstly, a common understanding of the psychological 
contract needs to be established such that the focus on either expectations or promises is 
clarified. Secondly, the included components of the psychological contract need to be 
considered in light of their empirical founding and their relationship with one another. 
Thirdly, the interrelationship of corporate reputation, employer branding, identity and image 
needs to be explicated within the context of how they both influence and interrelate with the 
psychological contract. The final consideration surrounds the opportunity for potential 
employees to be considered within the corporate reputation literature as a significant 
stakeholder group.  
Closing the gap: The next steps for the interaction of corporate reputation and psychological contract development 
 
 - 1 - 
Introduction  
 
The psychological contract construct is a major analytical device in conceptualising and 
explaining the employment relationship (Cullinane and Dundon, 2006). However, much of 
the research in the field has focused on contract dysfunctionality (Dabos and Rousseau, 
2004), leaving under-developed an understanding of the antecedents of psychological 
contract development. With an increasing body of literature linking the human resource 
management and marketing fields, one area receiving increased academic attention is how an 
organisation’s corporate reputation can be managed to attract potential recruits and shape 
their employment expectations through their psychological contracts.  
 
This paper seeks to enhance current models which focus on the interrelationship of corporate 
reputation and psychological contract theory. It is argued that a number of factors need to be 
considered in order the build a firmer foundation for such a theory. Firstly, a common 
understanding of the psychological contract needs to be established such that the focus on 
either expectations or promises is clarified. Secondly, the included components of the 
psychological contract need to be considered in light of their empirical founding and their 
relationship with one another. Thirdly, the interrelationship of corporate reputation, employer 
branding, identity and image needs to be explicated within the context of how they both 
influence and interrelate with the psychological contract. The final consideration surrounds 
the opportunity for potential employees to be considered within the corporate reputation 
literature as a significant stakeholder group.  
 
The employment relationship – psychological contract 
 
Developed over the past 60 years, the psychological contract has been used extensively as a 
construct to better understand and manage the often competing expectations of employees 
and their organisations. During the early development of the psychological contract construct, 
it was broadly defined as ‘an unwritten set of expectations operating at all times between 
every member of an organization and the various managers and others in that organization’ 
Schein (1980). Its conceptual basis consisted of four key components. Firstly, the contract 
consisted of mutual expectations which were largely implicit and unspoken (Levinson, Price, 
Munden, Mandl and Solley, 1962) and were either held unconsciously (relating to 
psychological issues, such as nurturance) or consciously (more explicit and relating to job 
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performance and security, etc). The organisation’s expectations were conceptualised as 
arising from its history, business environment, policies and practices, manager statements and 
values (Levinson et al, 1962). Secondly, individual’s expectations frequently antedated the 
employment relationship (Levinson et al, 1962, Schein, 1980) and were forged from inner 
needs, traditions and norms, past experiences and a host of other sources (Schein, 1980). 
Thirdly, both the employee and employer perspectives of the ‘contract’ (Schein, 1980) and 
the degree of ‘matching’ between these expectations (Kotter, 1973) were explored, with 
managers viewed as the appropriate organisational agent (Levinson et al, 1962). Fourth, the 
contract was seen as dynamic and changing over time as employee and organisational needs 
changed (Levinson et al, 1962, Schein, 1980).    
 
Rousseau’s (1989) seminal theoretical piece marked a transition from early conceptual 
developments and fostered much more empirical investigation of the construct. Rousseau’s 
(1989: 123) psychological contract is: 
 
“An individual’s beliefs regarding the terms and conditions of a reciprocal exchange 
agreement between the focal person and another party. The key issues here are the belief that 
a promise has been made and a consideration offered in exchange for it, binding the parties to 
some set of reciprocal obligations”.  
 
Conceptualisations of contracts as transactional (economic elements, e.g. pay) and relational 
(socio-economic elements, e.g. professional development) were also developed (Rousseau, 
1989). As contemporary authors followed Rousseau’s new direction, this marked a stark 
transition from previous work in four ways which are relevant to this discussion and are 
presented in the table below.  
 
Table 1 – Psychological Contract Theory Transition 
Factor Earlier research Rousseau’s reconceptualisation 
Focus of psychological 
contract 
Expectations:  
• Mutual 
• Unspoken and implicit 
(Argyris, 1960, Levinson et al, 
1962, Menninger, 1958) 
Promises:  
• Explicit  
• Implicit 
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First, the focus shifted from understanding both the employer and employee perspectives to 
viewing the construct only as an individual-level phenomenon (Conway and Briner, 2005) 
that does not necessarily require agreement between the parties to exist (Roehling, 1997). 
Second, the more general concept of expectations was over-shadowed by a focus on promise-
based obligations as the beliefs constituting the contract (Rousseau, 1989). Third, only those 
beliefs arising from promises made within the current employment relationship form the 
contract, clearly excluding the exogenous factors highlighted by Schein (1980), Levinson et 
al (1962) and Kotter (1973). Fourth, the concepts of psychological contract ‘breach’ and 
‘violation’ – where an individual believes that an obligation toward them has not been met – 
were introduced. This shifted focus from understanding how the development and ‘matching’ 
of employer-employee expectations occurs (Kotter, 1973) to understanding the consequences 
of dysfunctionality within the contract (Dabos and Rousseau, 2004, Conway and Briner, 
2005). Rousseau’s reconceptualisation has been significant in the field and subsequent work 
has largely adhered to it with seemingly limited questioning of its key tenets.  
 
Psychological contract theory development, however, remains incomplete. Contemporary 
research does not fully integrate the conceptual and empirical work of early seminal authors; 
thus, crucial aspects to further develop the construct have been neglected (Roehling, 1997), in 
particular: 
• The antecedents and building blocks of the psychological contract  
Psychological contract 
formation 
Formed inside and outside 
organisation 
(Levinson et al, 1962) 
Formed through interaction with 
organisation alone 
Parties to the 
psychological contract 
Bi-directionality of 
psychological contract  
(Schein, 1970) 
Individual construction of 
psychological contract; 
organisation an abstract notion 
Focus of literature and 
empirical study 
Focus on contract fulfilment 
through the ‘matching’ of 
expectations  
(Levinson et al., 1962, Schein, 
1970, Kotter, 1973) 
Contract violation occurring 
through unmet implicit or explicit 
promises 
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• The factors that influence the formation and development of the psychological 
contract for employees – either experiences that antedate the current employment 
relationship, only those that occur within it, or both, and 
• Clarity around the elements of the psychological contract – expectations, obligations, 
promises – and which are the important components as the contract forms and 
develops (Roehling, 1997). 
 
Incorporating the corporate reputation construct can provide a new avenue for greater 
exploration of these factors.  
 
The marketing concept – corporate reputation 
 
In recent years there has been an increasing body of literature seeking to draw linkages 
between the marketing and human resource management fields. This has been driven, in part, 
by practitioners’ search for strategies to better market their organisations in the ‘war for 
talent’ in increasingly competitive labour markets in the western world and the belief that the 
development of strong corporate reputations and employer brands will result in better 
attraction and retention of employees. In spite of the real need for the linkage of the activities, 
the academic literature has been ‘almost silent’ on the marketing-HR interaction (Martin, 
Beaumont, Doig, and Pate, 2005: 77). There has been limited focus on the corporate 
reputation construct, the central role of employees in developing and maintaining the 
corporate reputation construct, how the management of employees’ psychological contracts 
can assist in managing an organisation’s corporate reputation and how corporate reputation 
management can influence potential recruits’ psychological contracts.  
 
Corporate reputation 
 
Corporate reputation management is not new - organisations, individuals, and even informal 
groups have continually been concerned about the way others see them (Davies, Chun, Da 
Sylva and Roper, 2003). What has changed, is the way organisations have approached their 
management of this area and the importance they place on it (Davies et al, 2003).  
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Corporate reputation is still relatively new as an academic subject and has attracted interest 
from a wide range of academic disciplines, including marketing, organisational development 
and finance (Chun, 2005). It is becoming a paradigm in its own right: a coherent way of 
looking at organizations and business performance. The academic interest in corporate 
reputation grew out of the branding literature in the 1990s and the earlier work by Albert and 
Whetten (1985) and others on organizational identity. Corporate reputation is defined as ‘a 
perceptual representation of a company’s past actions and future prospects that describe the 
firm’s overall appeal to all its key constituents (stakeholders) when compared to other leading 
rivals’ (Fombrun, 1996: 72). 
 
The first key component of corporate reputation is that the construct focuses on the reciprocal 
relationship between two core concepts – external image and internal organisational identity 
(Martin et al, 2005). Image is the view of the company held by external stakeholders, 
especially customers whereas identity is the internal (employees') view of the company 
(Chun, 2005). Overall, reputation is taken to be a collective term referring to all stakeholders' 
views of an organisation’s corporate reputation, including identity and image. It presents a 
value judgment about the organization’s qualities built up over a period and focusing on what 
it does and how it behaves (Chun, 2005).  
 
The second component of the corporate reputation construct is that it is created by a large 
group of stakeholders, including consumers, employees, investors, stakeholders, and the 
general public (Jackson, 2004). A firm’s current reputation is determined by the signals that 
publics receive concerning its behaviours, whether directly from the firm or via other 
information channels, such as the media or the stock market. Stakeholders are expected to 
have diverse preferences over firm actions, processes and outcomes and reputational 
assessments depend upon the congruence between the apparent behaviours of the firm and 
the preferences of those publics (Fombrun and Shanley, 1990). It has been argued that 
different stakeholders may hold different views of the firm and that what satisfies each may 
also differ.  
 
The third component is that reputation is created through multiple interactions: 
• Firstly, through informal interactions among stakeholders, for example through sales 
meetings, employee story-telling or accounts from satisfied or dissatisfied customers. 
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These incidents strongly influence an organization’s reputation or external image but are 
largely uncontrollable.  
• Secondly, reputations are increasingly formed by the business press, such as the rankings 
of the best places to work and industry press ratings of organizations.  
• Thirdly, such reputations are formed not only by existing stakeholders, such as current 
customers and employees, but also by potential stakeholders, such as possible recruits, 
shareholders and other funders, government organizations and the community at large. 
Thus we have defined a corporate brand reputation in terms of the results of the 
interaction between the objective and subjective evaluations of existing and potential 
stakeholders, a broader concept of what is traditionally meant by corporate brand image. 
 
At this stage it is important to distinguish between employer branding and corporate 
reputation. The application of branding principles to human resource management has been 
termed “employer branding” (Backhaus and Tikoo, 2004). An employer brand has been 
defined as the “company’s image as seen through the eyes of its associates and potential 
hires” and is intimately linked to the “employment experience” of “what it is like to work at a 
company, including tangibles such as salary and intangibles such as company culture and 
values” (Martin et al, 2005). Employer branding involves promoting, both within and outside 
the firm, a clear view of what makes a firm different and desirable as an employer (Backhaus 
and Tikoo, 2004).  
 
Overall, employer branding is seen as one component of an organisation’s corporate 
reputation. Some argue that strong management of a corporate brand is an important part of 
the process of managing corporate reputation. Proponents of corporate reputation claim it to 
be a more distinctive ‘root’ and intuitive concept than branding (Martin and Hetrick, 2006). 
This can be attributed to the notion of reputations taking into account the past as well as the 
present and future impressions of a company’s image and incorporating a wider range of 
measures and stakeholders in defining a reputation. As a result, corporate reputation is 
beginning to compete with branding and identity as the superior organisational lens (Martin 
and Hetrick, 2006). See Figure 1 for a visual representation of the linkages between employer 
branding and corporate reputation. 
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Figure 1 
 
Enjoying a good reputation can result in numerous ancillary benefits for a company. The 
positive elements of a first-rate reputation act as a shortcut signal to customers, partners, 
suppliers, or investors contemplating a relationship with the organisation. When a company is 
perceived well, name alone is enough to signal to others that its products, services, or 
transactions will be reliable and match expectations (Cravens and Goad Oliver, 2006).  
 
The linkages between marketing and human resource management and conceptual 
model 
 
The natural linkages between the HR and Marketing functions have been alluded to by 
authors in the management (Rousseau, 2001, Levinson et al, 1962, Schein, 1970) and 
marketing (e.g. Miles and Mangold, 2004, Backhaus and Tikoo, 2004, Martin et al, 2005) 
fields. Early seminal work into the psychological contract highlighted that its formation 
included factors both internal and external to the employment relationship such as previous 
work experience and personal values (Levinson et al, 1962). However, contemporary 
researchers have narrowed the focus of the psychological contract almost exclusively to 
promise-based obligations formed within the current employment relationship (e.g. Rousseau 
and Tijoriwala, 1998, Rousseau, 1989, Coyle-Shapiro and Kessler, 2002). Nonetheless, there 
is acknowledgement that prior to employment, employees possess beliefs regarding work, 
their occupations, and organizations generally that set in motion certain responses to joining 
with an employer (Goodrick and Meindl, 1995, Rousseau, 2001). The greater focus upon 
both the theoretical foundations and proactive organisational management of corporate 
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Corporate 
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External 
image 
Internal 
identity 
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reputations, provides a rich field for better understanding how a potential employees’ 
perceptions of an organisation’s corporate reputation impacts upon the formation and 
development of their psychological contract. In spite of these natural linkages between the 
psychological contract and corporate reputation fields, limited academic literature has 
directly addressed this gap. Martin et al (2005), Backhaus and Tickoo (2004), Martin and 
Hetrick (2006) and Miles and Mangold (2004) are amongst the few authors who have begun 
to bridge the divide. 
Under the banner of corporate reputation, Martin et al. draw together organisational 
personality, internal identity and external image and describe how these interact with the 
psychological contract. Within the model, organisational personality can be viewed and 
voiced internally by employees and externally by stakeholders to create a consistently 
positive message by engaging staff in the branding process. The means of creating a positive 
corporate reputation is argued to occur through the congruency of individual and 
organisational values and the fulfilment of psychological contracts. Similarly, Martin and 
Hetrick (2006) suggest that how individual employees see themselves, how they behave and 
the kinds of connections that they have with their organisations will shape organisational 
identity and actions. In turn, this reinforces their core message that reputations and brands are 
driven from inside organisations.  
Miles and Mangold (2004) also focus upon the employee branding process and the way in 
which employee brand image is driven by the messages employees receive and the 
mechanisms within employees’ psyches that enable them to make sense of those messages. 
The authors posit that the psychological contract is that mechanism, where the organisation 
manages the contract to establish expectations for employee behaviour (e.g. customer 
service) which in turn influence employees’ perceptions of the importance of customer 
service and their degree of customer orientation. This then reinforces the desired employer 
brand. In their work on conceptualising and researching employee branding, Backhaus and 
Tickoo (2004) argue that during the recruitment phase of employee branding, the 
organisation promulgates statements about employment in their organisation, which may 
begin the formation of a psychological contract. They also suggest that the more accurate this 
information is the less likely employees’ will be to perceive beaches of their psychological 
contract.  
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At a broader level these works are a foundation for the development of theory linking HR and 
marketing. In creating a sounder theoretical bridge a number of factors need to be further 
explored and explained. These factors form the central tenants of this paper and are 
concerned with creating a common understanding: of the psychological contract and its 
components; the interaction of the concepts of corporate reputation, employer branding, 
identity and image; of the opportunity for potential employees to be considered as a 
significant stakeholder group within the corporate reputation literature.  
 
In creating bridging models between corporate reputation and the psychological contract, the 
first point to consider is the creation of a platform of a common understanding of what 
constitutes the psychological contract. Across the articles which bridge this divide, the 
psychological contract is explicitly defined by expectations. For example, Martin et al (2005) 
refer to psychological contracts as the perceptions employees have of what they expect, what 
is on offer and what is actually delivered, including fairness and just treatment. Similarly, 
Miles and Mangold (2004) define the psychological contract as based on a series of 
expectations established between the organisation and its employees. Further, Martin and 
Hetrick (2006) describe the psychological contract as the expectations and beliefs that 
employees hold about the mutual obligations and ‘promises’ between themselves and their 
organisation, such as expectations and promises about fair pay or career opportunities. Whilst 
expectations may fit congruently within these bridging models, expectations generally are a 
contentious issue within the psychological contract literature.  
 
As aforementioned, early work on the psychological contract focused on mutual expectations 
in the exchange relationship which may antedate it. However, Rousseau’s (1989) 
reconceptualisation of the psychological contract focused solely on the notions of an 
exchange relationship where promises, be they implicit or explicit, established mutual 
obligations. Implicit promises have been defined as interpretations of patterns of past 
exchange, vicarious learning (other employee’s experiences) and other factors which may be 
taken for granted (e.g. good faith or fairness). Conversely, explicit promises are verbal or 
written agreements made by the organisation or an agent of the organisation (Rousseau, 
2001). This promise definition is generally accepted within the psychological contract 
literature (e.g. Rousseau and Schalk, 2000, Coyle-Shapiro and Kessler, 2002, Rousseau and 
Tijoriwala, 1998) and forms the foundation for the majority of empirical work within the 
field. The literature defines that explicit promises can only occur within the confines of 
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interaction between an organisation and a potential employee - this would generally occur 
through the recruitment process. What is not definitively defined within the literature, is 
where an implicit promise begins and ends. The key question of relevance here is - can an 
implicit promise be formed by an organisation’s corporate reputation alone? Unless it is 
agreed that implicit promises include perceptions of obligations extending from an 
individual’s perception of an organisation’s corporate reputation, the extent of the link 
between HR and marketing may have been pre-emptive. This question, in particular, needs to 
be answered with certainty before a sound theoretical model can be developed. A related 
consideration is how an organisation’s corporate reputation impacts upon the type of contract 
that a new recruit develops, be it transactional or relational (or other).  
 
A second point for consideration within the bridging models is the components of the 
psychological contract. Within Martin et al’s (2005) model the components of the 
psychological contract are deemed to be transactional, relational and ideological. As 
highlighted, transactional contracts involve specific, monetizable exchanges between parties 
over a finite, and often brief, period of time such as a short-term work contract in exchange 
for a competitive wage rate. Relational contracts involve open-ended less specific agreements 
that establish and maintain a relationship such as the exchange of job security, training and a 
career path for organisational loyalty (Robinson, Kraatz, and Rousseau, 1994). Relational 
contracts are characterised by company-specific skills, long-term career development, and 
extensive training (Hendry and Jenkins, 1997) and are understood subjectively (Conway and 
Briner, 2005). Within the psychological contract literature transactional and relational 
spectrums are generally agreed to exist although there is debate as to how they interact. 
Conway and Briner (2005: 44) comment that ‘sometimes there is confusion as to whether 
transactional and relational contracts are simple opposites or whether they can co-exist’. The 
authors further contend that initial conceptions of the psychological contract are described as 
a continuum whereas empirical work suggests that transactional and relational contracts are 
relatively independent dimensions which can vary independently of one another (Conway 
and Briner, 2005). 
 
The uncertainty of the interaction of the relational and transactional elements of the 
psychological contract within Martin et al’s (2005) model is further clouded by the inclusion 
of ideology as a component. The notion of the ideological psychological contract is a more 
recent phenomenon introduced by Thompson and Bunderson (2003). The authors outline that 
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‘there is abundant evidence in the existing literature that ideology can play a key role in 
defining and shaping the individual-organization relationship’ (2003: 572). Thompson and 
Bunderson (2003) contend that the pursuit of a cause provides a different inducement upon 
which the employment relationship can be founded and that espousal of a cause can elicit 
employee contributions and commitment.  Empirical work on the ideological psychological 
contract is needed to validate the construct and determine its components. Thus, whilst 
ideology within the psychological contract makes some intuitive sense, it seems a little 
premature to include within the bridging model given its lack of empirical foundation to date.  
 
A third issue is the clarity and use of the corporate reputation, employer branding, identity 
and image concepts. Chun (2005) argues that whilst these concepts are related, they are 
separate constructs. Backhaus and Tickoo (2004), whilst focusing their article on employer 
branding, highlight that job seekers use a variety of information sources in their job choice 
process – sources that go beyond the information managed by the firm. This broader 
statement is in line with the corporate reputation construct which focuses on both identity and 
image encompasses factors both within and outside the control of the organisation. Miles and 
Mangold (2004) similarly discuss that the images employees project (in turn affecting the 
employer brand) are derived from numerous sources both within and outside the firm. This 
includes informal external sources, such as customer feedback and word-of-mouth 
communication from friends and acquaintances. Whilst the importance of these 
communications in shaping employees’ thought processes is not under-estimated, this 
broader communication channel which is not directly controllable by the organisation (unlike 
employer branding) more comfortably sits as part of the organisation’s corporate reputation. 
The issue of causality is also important. Backhaus and Tickoo (2004) suggest that employer 
branding impacts organization culture and organization identity that in turn contributes to 
employer brand loyalty. Whilst others (Martin and Hetrick, 2006, Miles and Mangold, 2004, 
Martin et al, 2005) view the employer brand as being driven from within the organisation, 
that is, the organisational culture is what drives the employee brand. Whether the relationship 
is causal or bi-directional needs to be made explicit in order to be empirically verifiable. 
 
A final consideration is that potential employees may need to be considered a significant 
stakeholder group within the corporate literature. Recent work in the corporate reputation 
field has argued for the role of employees as the linchpin in the formulation of corporate 
reputation (Martin and Hetrick, 2006, Miles and Mangold, 2004, Martin et al, 2005). 
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However, what appears to be lacking within the corporate reputation literature is a focus on 
the influences on potential employees. With the exception of Backhaus and Tickoo (2004), 
the other extant literature reviewed all focused upon current employees and how to manage 
their psychological contracts to achieve positive corporate reputations or employer brands. 
Within our current and continuing work climate, potential employees have become 
paramount in business success. Cravens and Goad Oliver (2006) argue that both reputation 
and human capital are hard to emulate and are therefore channels for competitive advantage 
and the associated profitability. The authors outline that ‘combined, these intangible assets 
constitute a powerful and unique tool capable of creating sustainable competitive advantage’. 
With a source of competitive advantage at stake, the reputation of firms and how this 
influences potential employees in their attraction to the organisation needs to be considered 
with more fervour within the literature. At present, the literature merely alludes to the benefit 
of a good corporate reputation in the attraction process as opposed to the paramount reality of 
the very real threat or opportunity that reputation can have on an organisation’s supply of 
workers and therefore its ability to deliver. Indeed, it could be argued that potential 
employees constitute a group with similar impact on profitability to customers, suppliers and 
other stakeholders referred to within the corporate reputation literature as key players.  
 
Therefore, it’s worth investigating how an organisation’s corporate reputation informs the 
formation of the psychological contract held by a potential employee. The psychological 
contract literature has invariably missed out on potentially powerful sources of influence that 
could serve in constructing an employees’ psychological exchange with greater clarity and 
precision (Roehling, 1997). Despite earlier psychological contract research suggesting that 
the psychological contract is considerably shaped by experiences that pre-date the current 
employment relationship (Levinson et al, 1962), contemporary definitions suggest that only 
the employees’ interaction with their current organisation form and shape their contract, 
beliefs outside of this don’t. However, Rousseau (2001) has initiated work in this area, noting 
that pre-employment schemas provide a lens through which workers view employment 
experiences and the obligations these create. Such schemas are acquired through prior 
socialization (e.g. societal, occupational, or related to previous employment) and help 
account for individual differences in psychological contracts, while others contribute to 
widely shared features. A schema represents a prototypical abstraction of a complex concept, 
one that gradually develops from past experience, and subsequently guides the way new 
information is organized (Stein, 1992: 49).  
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Rousseau’s introduction of schemas, is aligned with Herriot’s (1988) work which explains 
that individual employees construct their psychological contract under the influence of both 
internal and external factors. It has been noted that at the internal level, the influence of 
management in the employing organization is the most obvious while, externally, there are a 
wide range of social and economic factors from which an employee can construct a set of 
value judgements and expectations (Cullinane and Dundon, 2006). However, exactly what 
these pre-employment and internal and external factors are that impact upon psychological 
contract formation is left relatively vague. One factor, as Davies et al (2003) argue, is that 
how employees perceive the reputation of an organisation will influence their behaviour 
towards it. People will be attracted to a potential employer because they believe they are 
being offered something of value to them. Therefore, corporate reputation provides a 
framework to understand how an individual’s perception of an organisation through its 
identity and image, perceptions formed outside of the employment relationship, impact upon 
their psychological contract formation prior to entering the firm.  
 
The model below (Figure 2) draws together the aforementioned considerations for a model 
bridging corporate reputation and psychological contract theory and focuses on potential 
employees as a key stakeholder group.   
 
Figure 2  
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Conclusion 
 
This paper has discussed the interaction of HR and marketing as it currently stands. Whilst 
bridging the divide is important form both a practical and theoretical perspective, particularly 
in light of tight labour market conditions, significant work needs to be undertaken in order to 
create a sound theoretical foundation. This article summarised the few models that exist 
which draw together the bodies of literature surrounding corporate reputation and 
psychological contract. These provide a basis for theoretical development. In particular, this 
paper has argued that a common understanding of the psychological contract must be 
established. Importantly, the current bridging models have focused on expectations, a notion 
now rejected by contemporary psychological contract literature. Determining how implicit 
promises meld with corporate reputation is key to establishing a valid framework. Future 
bridging models also need to consider the components of the psychological contract, and 
more specifically whether ideology is included and how transactional and relational contracts 
are considered to interact with each other. A third consideration for future frameworks is 
explicating the concepts of corporate reputation, employer branding, identity and image and 
how they relate to each other. The final surrounds the notion of the inclusion of potential 
employees as a significant stakeholder group within the corporate reputation literature.  
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